of the extent to which practitioners are aware of these journals is particularly timely.
Research in marketing embraces creative, theoretical and practical activities involving both academic institutions and commercial organisations operating on a worldwide basis. A great deal of effort has gone into assessing the quality of this research, particularly that which emanates from universities. In the UK, research assessment exercises (RAE) have been a feature of university life since 1986 (Cooper and Otley, 1998) . This is not unique to the UK, with similar exercises operating or being developed throughout Europe, the USA and Japan. What has received much less attention is the extent to which the information is disseminated and to whom it is directed. Dissemination is an essential prerequisite to exploitation. In scientific research exploitation may not be the primary purpose of publication. However, for the bulk of marketing research it is critical since the research draws upon marketing practice as its base. This is particularly relevant in new product development as the marketing function provides the essential link with the market place.
Academic research has a multiplicity of objectives, including informing other academics, gaining reputation, developing teaching programmes, attracting funding and consultancy and seeking to improve the performance of practitioners by publication. Since publication is, arguably, the key currency by which most academics are judged, this inevitably forms the major plank of their output. It is the extent to which marketing practitioners are aware of such publication and are able to draw upon it that is the major focus of this paper. Marketing activity in business and commerce is essentially the laboratory for the academic researcher. The benefit for any firm co-operating in academic research depends upon communication of the results. Experience shows that failure to do so inevitably leads to increasing resistance by marketing practitioners to become involved. Already it is becoming more and more difficult to engage marketing practitioners in granting interviews and completing questionnaires. The reasons given for this situation range from the lack of tangible benefit, waste of employees' time when they have a business to run, to a complete lack of interest in what can at times be an esoteric research question.
The number of academics in a subject area depends, to a large extent, on the numbers enrolling for undergraduate and postgraduate courses. Currently, business and management as a topic area is enjoying an unrivalled rise in popularity. The result is that there is an increasing output of academic research in these subjects. As a component of business and management, marketing is a discipline that leads in terms of popularity and expansion. This raises serious questions concerning the objectives of such research, how it can be accomplished and disseminated, and the audience for the output. The Journal of Physical Chemistry is only read by physical chemists -they alone understand the words. In contrast, peasants do not read the Journal of Peasant Studies. Where in this spectrum do marketing journals fit? Are they for marketing managers or for those who study marketing managers? European Journal of Marketing 36,11/12
1198
A primary objective of research into marketing is to produce knowledge in the context of application in both academic and non-academic communities. The academic community sets out to keep up with the latest research through the journals and abstracting services. What is not clear is how and to what extent the non-academic community, which consists principally of practitioners, draws upon this new knowledge. An examination of this falls within the investigative framework shown in Figure 1 that illustrates the central position of the academic journals. This paper reports on the first part of a study that examines the direct route from academic journal to practitioner.
The academic journals
The marketing literature can be divided into academic journals and practitioner magazines. However, academic journals are not homogeneous in terms of objective and content and although there is considerable overlap between them, there was a need to delineate journals on the basis of content.
The examination and classification of current marketing academic literature was conducted by using a methodology similar to that of Falkingham and Reeves (1997) . Their paper classified publications on R&D management. Four models of R&D activity emerged, which they called``schools of thought' ':
(1) biological; 
The investigative framework
The first stage of this research was to apply these four schools of thought to 108 articles from the Journal of Marketing dating from January 1994 to October 1997. Throughout the exercise it was found that the application of these classifications was extremely difficult. The schools of thought proposed by Falkingham and Reeves, relating to the management of R&D, did not fit well when applied to articles on marketing. Following the initial exercise, schools of thought were developed specifically to apply to the diversity of subjects and approaches in marketing. A wide-ranging consultation period followed with five independent academic researchers. They evaluated the classifications against their own papers and six selected papers published in the Journal of Marketing. In relation to the schools of thought devised by Falkingham and Reeves, and extended by the researchers, there were problems with overlap and imprecision.
Consequently, a more relevant approach was developed. Rather than follow Falkingham and Reeves' wording and style of definition, the idea of properties and categories was introduced. This was to see whether practitioners favoured journals where a particular category of paper predominated, and this work ran alongside the survey which features later in this paper. Accordingly, a typology was devised to categorise marketing papers. The categories were first determined by positioning the papers in a continuum of properties, as shown in Figure 2 . 
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The initial consultation worked closely with the Falkingham and Reeves definitions. Due to the complexity of the exercise, a more precise approach was preferred. Seven authors whose work was considered suitable for RAE submission were asked to evaluate a sample of articles. Once this process had been completed, other authors who had not so far contributed or been involved with consultation, were asked to evaluate their own work against the typology. General comments from authors were positive and the evaluation could be completed with ease. This then led to the determination of six academic output categories which are elaborated in Table I .
It was important that there was no ambiguity in assigning categories. This was tested in two ways. First, by asking other members of the authors' own academic department of marketing to categorise their own published papers, and second to repeat this with three academics based in departments of marketing at three other universities. There was remarkable agreement between the categorisation assigned by the research team with that of the authors of published papers and the three academics from elsewhere. The feedback from this exercise was that it was sometimes difficult to distinguish between category 5 and category 6. To amalgamate these categories would result in only one category covering most developmental academic work and thus the decision was made to continue to use six categories.
In addition, editors of a limited number of marketing journals, well known to the researchers, were sent a questionnaire that asked for the objectives of the Table II . Table III compares this categorisation with the categories the editors claim to include in their journal. There is remarkable agreement between the two.
Categories 5 and 6 represented much of the leading edge research since these categories are predominantly concerned with current and previously unexplored situations. To discover in which subject areas the bulk of the research was being done, the papers in these categories were classified according to subject. An analysis of key words contained in abstracts is presented in Table IV .
Effect of the research assessment exercise (RAE)
For the RAE in 1996, a total of 2,896 submissions for assessment were received from 192 higher education institutions (HEIs) across the UK, which listed 55,893 individual active researchers, an increase of over 5,000 since 1992. There was a 45 per cent increase in new universities active research staff and a 5 per cent increase in the old universities (Richards and Tysome, 1996) competing for a slice of the £700,000,000 fund (UFC, 1992; HEFCE, 1996) . A total of 60 panels and 69 units of assessment subsequently assessed these. The business and 1202 management studies panel assessed 8,000 pieces of cited work from just over 2,300 research active staff from 96 institutions,``the largest and most diverse in the whole RAE'' (Cooper and Otley, 1998) . This represented an increase in business and management research active staff of 286 or 13 per cent in four years, compared to the overall increase of 9 per cent. Public policy and accountancy were not included in business and management.
Research productivity has increased within HEIs at all levels:
The institutional need to achieve a high rating for funding has come to dominate research output and there is considerable pressure on individual academics to publish more where it is believed to count most. The result is the mass production of research for a rating which is more important than what is produced (Harley and Lowe, 1998) .
Despite this, Cooper and Otley (1998) posit that the quality of research being achieved in business and management has significantly improved during the four-year period between exercises. Similarly, there is a belief that the number of publications expected to be produced is to the detriment of research itself. Short-term research strategies are a problem, with publication being expected regularly in order to produce the requisite number of articles for submission to the RAE.``Premature publication has become as common as premature retirement'' (Times Higher Education Supplement, 1998), and criticism such as`p reoccupation with RAE grades . . . is a short-term rationale'' (Times Higher Education Supplement, 1998). Projects in the social sciences tend to be lengthy and time consuming, plus, reward systems in academia and business tend to bè`b iased to more measurable short run [research]'' (Kotter, 1989) . Although the four/five year period can not be seen as short term for the execution of projects, the inherent delays in the publication process militate against some of the results being published within that period.
Cooper and Otley (1998) state that the research being accomplished needs to have closer integration with practice, yet the question still unanswered is that from all this research, to which audience is it relevant? Practitioners complain that academic research is too scholarly, difficult to follow, abstract, vague and has little to do with their daily concerns (Orpen, 1995) .
Marketing managers
Managers see themselves as busy, practical people, who get things done and prefer action to abstract thinking. However, Orpen (1995) argues that the negative views of managers are more to do with a misunderstanding of theory than their belief that theorising is an irrelevant, academic pastime. The emphasis of the irrelevance of academic research by the media and popular texts reinforces the manager's point of view. The problem could also relate to the language and medium of the presentation of management research to the manager (Semin and Gergen, 1990) , rather than the contents of that research. Orpen (1995) breaks down the manager's objections to the use of theory and its relevance into four areas:
(1) Only researchers use theory.
(2) Academic research is not practical. (3) Academic research is not useful. (4) Academic research findings are just common sense.
Orpen (1995) goes on to argue that managers would benefit from applying academic research, which has been scientifically carried out, rather than relying entirely on common sense. One of the main criticisms by managers is that they cannot understand academic research, and it is, therefore, by default, irrelevant. Stewart (1967) and Mintzberg (1975) report that managers prefer to European Journal of Marketing 36,11/12 1204 discuss rather than read so it is important to try to understand how they gain their knowledge and how they keep up with current concepts. This should enable an analysis of the medium and type of language managers prefer and an appreciation of how academia could present its findings in a manner and language acceptable to the manager. It was essential to try to ascertain the ways in which marketing managers acquire information to keep abreast of current trends. This was done by first interviewing a small number of marketing managers as a preliminary to composing a questionnaire for circulation. The questionnaire was circulated to marketing managers attending a short management course at a major management college and to those on a Chartered Institute of Marketing (CIM) course. There were 47 responses, 31 from marketing managers and 16 from directors responsible for marketing. The background of these 47 respondents is shown in Table V .
Despite being a sample of modest size it was considered sufficiently diverse to give a meaningful assessment of how managers gain information on developments and current issues in their profession.
Source material for marketing managers Academic journals
No manager regularly read an academic journal. Of the sample of 47, Table VI shows the numbers who had either never heard of the journal or who had heard of it but never seen a copy.
With the exception of International Marketing Review and the Services Industries Journal all of these journal editors claim to target practitioners. Surprisingly, the only journal to focus exclusively on practitioners, the Journal of Database Marketing, was unseen by 46 out of 47 practising managers questioned. The very high scores within this analysis shows that a high proportion of marketing managers have never seen an academic journal of any sort. This does call into question the positive responses that they had``heard of the journal''. Some scepticism might be warranted in a``safe'' response, and one which would not provoke professional criticism. When asked in more detail about the content, however, a more honest response was necessary. What is clear from this analysis is that despite the editor's proclamation that their journal is carefully targeted -this does not seem to be the case. Only one manager from the sample read business magazines and the business section of a newspaper for more than one hour each day. A further five read for more than half an hour each day, with the remainder reading for less than two hours each week.
Radio/television/Internet
By far the most dramatic influence on marketing managers was the broadcast media. As a source of business information, 32 watched television, 40 used the Internet, and 13 listened to the radio. Although the majority used these sources for less than half an hour a day, it is clear that the quick and abridged version of sometimes complex issues through easy access media channels is preferred. How much of this can be attributable to either the technological appeal or the speed of access is debatable, but it is clear that the overwhelming bias towards such methods cannot be ignored by academics wishing to influence practitioners. It is interesting to note that although broadcast media can make stars of some academics, in terms of peer respect it is often seen as self-seeking and in terms of the RAE, totally unsuitable.
Conclusions
It is clear from this survey that academic journals devoted to marketing are largely unknown and unread by marketing managers. The key conclusion is that academics are writing for each other even though that may not be their intention. This is consistent with Ball's (1998) findings for the R&D sector. Their papers are, almost always, extensively referenced to the academic literature. Table III shows that category 5 is dominant. This category assesses, questions and evaluates a model or framework and reaches a conclusion on the relevance. The intention is to feature practitioners among the target audience since this group forms part of the audience to which most of the journals aspire. This is predicated on the belief that if practitioners were to read the published papers, their performance, or that of their organisation, would be enhanced. If it were not the case much of this research would be sterile. This raises the question of whether or not category 5 is likely to achieve that objective.
The majority of the sample of practitioners belonged to the CIM, which is indicative of an awareness of marketing theory as portrayed in the major texts. This poses the question of what is the incremental knowledge needed by the trained practitioner today? Publication in scientific journals can change the world, by (say) describing a newly found route to a chemical entity. There is then a recognition by chemical practitioners of the need to respond. In contrast, publication of a new aspect or theory of marketing does not, in itself, bring about a change in the world. The practitioner needs to respond to the way in which the market itself is changing, and in that respect, it would seem that academic journals are the least likely source for such information. This is not to deny that the results of academic research may be communicated to potential users in other ways. For example, some academics act as consultants in marketing. There is also joint research with industry, often leading to user groups. In addition, students on doctoral programmes may transfer academic findings when they take up employment. However, such dissemination is limited, and on publication, the results of doctoral research almost always finds its way into the academic journals. That is, after all, a required outcome by the university from a PhD study.
If research in marketing is to have a major impact on commercial activity it must do much more than produce publications in academic journals. To reward and encourage applicable research, assessment of quality must look beyond the parameters relevant to the academic community and consider the outputs in relation to the practitioner community it purports to inform. Where the RAE review panel is the primary target for academics this is unlikely to occur. The marketing discipline is falling into the classic trap of being product orientated, producing one product to serve several segments. It is little wonder that marketing academics are asking whether their efforts are really having an impact, or that practitioners are shouting back``no''.
Unless the reading habits of marketing managers can be transformed, alternatives to the academic journal are required. Those alternatives that include other media must feature prominently. The extent to which marketing managers read relevant magazines, newspapers and draw upon radio, television and the Internet demonstrates the potential for doing this. There is no good reason why academics can not present their findings by a variety of media outside of the academic journal. At the present time conferences and consultants are assumed to be a vital role as conduits of the latest information and thinking on marketing. The extent to which they fulfil this role is, as yet, unknown. The evidence presented here strongly suggests that if marketing managers were to seek information from academic journals at all, they would be unlikely to read more than one or two. Having seen the inaccessible and archaic way in which many academic articles are written, this should come as no surprise. Unless journal editors identify more clearly their target audience, and produce materials in a manner which appeals to them, then the present situation is unlikely to change. It is, after all, basic marketing! The next phase of this research will examine the potential indirect routes from academic researcher to practitioner shown in Figure 1 . It may then answer the question in relation to practitioners``Is the refereed paper a staging post or a cul-de-sac?''
